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SUMMARY 
 
Slacktivism is a key concept for the new form that activism has taken on social 
media platforms. It is about achieving a change in a political, social or cultural 
sphere through the virtual sphere. This notion is often associated with a negative 
connotation, since slacktivism relates to a lack of ‘real’ action. This particular 
research has selected a specific case: the problematic situation concerning 
refugees having very restrained access to education in Denmark. This topic will 
function as the subject for analyzing the activism or the lack thereof by the students 
in Denmark. Through our video #LikesAreNotEnough, which depicts a possible 
solution to the problem thanks to a campaign of ‘likes’ on Facebook which turns out 
to be fake, we have studied the response of our target audience and launched the 
message that it is not enough to be active on social media platforms if you want to 
help make a political or social change. After watching the mockumentary-style 
video, the chosen audience contributed with some ideas that may help our 
campaign to combat slacktivism and encourage action. Thus, the study analyzes 
the communication problem of slacktivism, how the video #LikesAreNotEnough 
fights it and how the campaign is received by the public. 
 
Slacktivismo es un concepto clave para las nuevas formas que ha tomado el 
activismo en Internet. Se trata pues de conseguir un cambio en la esfera política, 
social o cultural a través de la esfera virtual. Esta idea conlleva, muchas veces, una 
connotación negativa, ya que el ‘slacktivismo’ se relaciona con la falta de acción 
real. En esta investigación se ha seleccionado un caso específico: la imposibilidad 
de los refugiados para entrar al sistema de educación danés a fin de analizar el  
activismo o la falta de éste de los estudiantes en Dinamarca en relación al 
problema. A través del video #LikesAreNotEnough, el cual finge una posible 
solución al problema gracias a una campaña de ‘me gusta’ en Facebook, se ha 
estudiado la respuesta del público y se ha lanzado el mensaje que no es suficiente 
con estar activo en las redes sociales. Después de ver el falso documental, la 
audiencia aportó ideas que pueden ayudar a la campaña a combatir el 
‘slacktivismo’ e incitar a tomar acción. De esta manera, pues, el estudio analiza el 
problema de comunicación que implica el ‘slacktivismo’, como lo combate el video 
#LikesAreNotEnough y la recepción de éste por el público. 
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1. INTRODUCTION 
This project aims to investigate how our video #LikesAreNotEnough is interpreted 
by its target audience of university students in Denmark. The video is a product of a 
planned communication campaign that tries to deal with the problem of slacktivism 
among students when facing issues of human interest. In order to illustrate this 
communication problem, the video presents a real case as an example: the newly 
arrived refugees generally having very slim chances of being registered in the 
Danish Educational System.  
We first begin this project by defining the aforementioned communication problem. 
Then we present the research question and the following working sub-questions 
that this project intends to answer and discuss. In order to answer them, we will be 
employing Kim C. Schrøder’s reception analysis theory. Furthermore, we have 
conducted a focus group interview as part of our methodology, the results of which 
will be analysed and discussed later on in the report. 
1.1. The Communication Problem: Slacktivism 
The main issue our video #LikesAreNotEnough attempts to address is the so-called 
slacktivism detected in Social Media, which can be defined as: 
“Actions performed via the Internet in support of a political or social 
cause but regarded as requiring little time or involvement, e.g., signing 
an online petition or joining a campaign group on a social media 
website.” Oxford University Press (2015) 
Slacktivism is a common phenomenon nowadays, and some scholars –like the 
journalist Malcolm Gladwell (2010) or the writer Brian Dunning (2014)– are against 
it and others –as Cindy Leonard (2009) from Robert Morris University or the writer 
Kayta Andersen (2011)– feel optimistic about this new concept that comes from the 
new media. This is why we think it is an interesting subject to analyse, as it is quite 
controversial and relevant today. Moreover, we believe that, as Lazarsfeld & Merton 
(1977) say in their ‘narcotizing dysfunction’ theory, people are becoming insensitive 
of what is happening around them and it is very important to create awareness and 
perhaps even concern about it.  
The advent of social media has brought a wealth of opportunities, both negative 
and positive. We are receiving news faster than ever as a result of globalisation, 
and we are able to communicate from one end of the world to the other in a matter 
of seconds. Social media can bring business opportunities, inform a lot of people of 
news and events of different character at the same time, rebuild relationships with 
old friends, and help you keep in touch with what is happening in the world, both 
near and from you. However, there are plenty of negative aspects to be named as 
well. Social media can be very addictive and time-consuming so that you are 
distracted from living your ‘real life’, which may result in isolation. It affects your 
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productivity and it can also lead you to hide behind a fictional self (hide behind your 
keyboard with no risk of being confronted with your opinions). We have chosen to 
focus on what we see as one of the more negative aspects, namely slacktivism. 
There are a few examples that exemplify some of the negative effects of 
slacktivism. One case is Kony 2012 (2012), a documentary created by Invisible 
Children Inc. that became an Internet phenomenon. The video tries to promote the 
campaign “Stop Kony”, that it is about trying to arrest the criminal Joseph Kony 
before the end of 2012. The video became viral and was watched more than 100 
million times in less than six days, but although a lot of people shared the video in 
the social networks almost no one tried to be a volunteer or give money to the 
cause. In that way, it is possible to say that it shows how online activity does not 
always translate into real world gains (González, 2015).  
Another example of online activism is the Chibok’s schoolgirls kidnapping, the story 
of the kidnapping of 200 girls in a school made by the terrorist group Boko Haram, 
in Nigeria (BBC, 2015). The case attracted 2.3 million tweets with the ‘hashtag’ 
#BringBackOurGirls, one from Michelle Obama. Although all this, none of the 
Chibok girls has been found, according to the news that BBC did the 4 of May in 
2015. The International Business Times reported that “some of the girls had been 
sold into slavery for N2,000 (about $10) each, others had been forcibly married to 
Boko Haram fighters and they may have been killed” (Winsor, 2015). So it is 
possible to doubt about the effectively of this tweets, as the journalist Adam Taylor, 
from The Washington Post, did. He agreed on the fact that the campaign helped to 
increase awareness about the problem but, on the other hand, it could be also 
“western tweeters falling into a trap of ineffectual, or even counter-productive, 
slacktivism” (Taylor, 2014).  
According to Lazarsfeld’s ‘narcotizing dysfunction’ theory, the more information 
people receive about a concrete subject the more apathetic they become about it 
(Lazarsfeld, P. & Merton, R.: 1977). Although the context of that statement was the 
alarming growing of the mass media in the 80’s, it is clearly applicable to the current 
situation of slacktivism on social media. We believe that the only difference 
between the two concepts is that on social media, the ‘narcotizing dysfunction’ may 
not be an effect of the great amount of information, but of the slacktivism itself; as 
the user feels more apathetic about a subject after ‘liking’, ‘commenting’ or ‘sharing’ 
several times on that specific subject.  
Yet it must also be said that some campaigns, that could be said to entail 
slacktivism, have been successful. The now quite famous ‘ice bucket challenge’ 
was done by many groups of people, including many famous actors and musicians, 
to raise awareness about the disease ALS. Although the ‘actors’ in the video did 
nothing but pour ice water over their bodies, they helped raise awareness about the 
issue and this has contributed to raising donations amounting around $220 million 
(Merelli, 2015). And yet, we feel that it could also be argued that this is not an 
example of slacktivism, seeing as how something active is being done: recording a 
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video of yourself doing something, which in turn creates awareness. Even though 
pouring ice on yourself does not exactly mirror scientists and researchers finding 
cures for the disease, some awareness is still being created by this active doing. In 
our video and very definition of the term, we regard slacktivism as something mostly 
inactive, the only active part being a click to like or share a cause of a kind on 
Social Media.  
Consequently, we strongly believe that we are dealing with a problem within the 
field of communication. Because of recurring misunderstandings with defining what 
might be considered to be a communication problem and what might not, Windahl, 
Signitzer & Olson (2009) describe two ways of defining a communication problem, 
both of which can be said to be related to our project:  
“[...] the problem results from a lack of or the wrong type of 
communication; that is, communication, or lack thereof, causes the 
communication problem [...]. Second, a problem is a communication 
problem if it is possible to solve it with the help of communication” 
Windahl, Signitzer & Olson (2009) 
Slacktivism can be seen as a part of a communication problem. It is not often 
enough emphasized that merely ‘liking’ or ‘sharing’ an article or a video is not going 
to change anything as such. This needs to be communicated by the sender of the 
given video to the receivers. In our campaign we are intending to make this point 
very clear: by ‘liking’ this you are not convincing the politicians to change the laws 
regarding the refugees and their rights to education! The problem in itself is not the 
liking or sharing of videos; this is only good in communicating the message to other 
users of social media platforms (e.g. Facebook or Twitter). We certainly feel that the 
problem is the lack of action followed by this, and so the communication problem for 
us is actually the lack of communication towards making people take action instead 
of simply supporting an idea by, for instance, liking it on Facebook. In turn, 
communication is the very means by which we want to solve this problem of 
slacktivism through the use of our mockumentary-styled video. We see the video as 
a perfect medium for a social online campaign in this context for the very reason 
that videos tend to be liked, shared and noticed on social media platforms, and 
hopefully the viewers will realize that by yet again merely sharing or liking, they are 
hardly contributing to solving the matter of concern.  
The Educational Situation for Refugees in Denmark as a Case Example 
We believe that the situation regarding refugees crossing the borders of Denmark is 
relevant for society because it is a humanitarian crisis that has been a trending 
topic in various media outlets throughout the country, including television and 
newspapers. But, the notion that the same refugees have very limited access, due 
to a lack of financial resources, to the Danish education system has been 
overlooked. Furthermore, the Danish TV news also covered the various stories as 
they developed. Of course, this is just one of the many obstacles that refugees 
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have to face when fleeing to Denmark. But by appealing to this concrete issue, we 
aimed to give students a specific reason to take action: to put pressure on the 
Danish Government to change the rules about education. We thought that it was a 
relevant subject to use in order to portray the phenomenon of slacktivism critically.  
According to the Danish journalist Anders Legarth (2015), 5.174 refugees have 
sought asylum in Denmark, from January 2015 until July 2015. Those numbers are 
down from the same time period in 2014 (5.595 refugees), when a total of 14.792 
refugees sought asylum during the course of the entire year of 2014, a record 
breaking number for the country of Denmark (see Fig. 1 which shows the number of 
asylum seekers in Denmark over the course of the first seven months of 2014 and 
2015, respectively). However, these numbers specifically look at the refugees who 
seek asylum. The Danish Chief of Police has stated that more than 7.500 refugees 
and immigrants have entered Denmark since the 6th of September 2015. When you 
compare that number with the number of asylum seekers, it seems as though many 
refugees have just been passing through. Sweden was the prefered destination for 
many refugees before they closed their borders. Over the course of the summer in 
2015 the numbers spiked due to the situation in Syria, which led to refugees 
walking on the highways and the media stir that ensued. This culminated in the 
early part of September when 843 refugees sought asylum from the 6th-13th of 
September.  
 
Fig. 1: Asylum seekers in Denmark from January-July 2014/2015. Source: Legarth (2015).  
When immigrants arrive in big numbers it will always be a somewhat problematical 
situation, and the political system will come under a lot of pressure because of the 
number of asylum-seekers. There are many issues to deal with for a lot of people, 
and the question is how we as citizens of Denmark can contribute to a smoother 
transition that makes it easier for us and for the refugees. Being students and being 
aware of the hardships of getting access to education as a refugee, we decided that 
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we wanted to focus on something our fellow students could also relate to and bring 
this information to light.  
The University of Copenhagen can be said to be responsible for a movement 
regarding the refugees and their access to education. This movement encourages 
the Danish ministers in parliament to make sure that the refugees are allowed 
access to the educational system as soon as they seek asylum in the country. The 
movement began when the principal of said university, Ralf Hemmingsen, wrote an 
open letter to the Minister of Higher Education and Science, Esben Lunde Larsen1. 
Their main argument to support the open letter is the following: 
"Refugees who are granted temporary residence should be allowed to 
study from day one. Many of them have competences, skills and 
experiences that are in high demand both if they are to stay in Denmark 
and if they return to their country of origin. At the University, we are ready 
to take on this challenge but it’s not possible under the current rules. So 
we hope the government will adjust the rules to help both the refugees 
and Denmark" Ralf Hemmingsen (University of Copenhagen, 2015) 
 
In other words, the sooner refugees are able to finish their education, the sooner 
they will be able to work in Denmark, which is a benefit for both refugees and 
Danish citizens. For this reason, we think this problem is worth to fight for and, 
therefore, a relevant problem for the members of the Danish society, including our 
target group. 
There has been a lot of activity on social media platforms, such as Facebook and 
Twitter, dealing with the so-called ‘refugee-crisis’. A video, which was shared by 
many news outlets and individual social media users, is the one of Norwegian 
professor in Global Health, Hans Rosling. On the Danish television channel 
Danmarks Radio he, rather humorously, tries to explain how many of the overall 
number of Syrian refugees actually end up in Europe, which is not a very large 
amount in the big picture (Wulff, 2015a). Furthermore, on the news programme 
Deadline he explains that if you want to understand the world, you cannot use the 
media (newspapers, television news programmes, social media, etc.) as they only 
portray fragments of the truth, but never the whole, coherent truth about a certain 
matter, including the refugee-situation (Wulff, 2015b). And this is one of the main 
reasons why we have chosen this aspect of the current refugee-situation; the lack 
of rights to education, which has scarcely been mentioned in the media. We feel 
that the lack of these rights is a very important aspect of the situation we are finding 
ourselves in, yet it seems that either no one is aware of this, or no one is 
particularly interested in this. The social media world has not been active on this 
subject, and this might be because they do not know about it. We do know about it, 
and so we feel a certain responsibility to communicate this message.  
                                            
1 Read the open letter here (in Danish): 
<http://nyheder.ku.dk/alle_nyheder/2015/09/uddannelsetilflygtninge/brevfrarektor>  
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As far as the opinion amongst Danish citizens goes, we think that there is a feeling 
of division on the matter of refugees coming to Denmark. On one hand, a lot of the 
refugees are fleeing their own countries because of the acute atrocities going on, 
such as terrorism and war in Syria. Most people can understand that no one wants 
to live under these circumstances, and that people are now looking to get away 
from this. On the other hand, we have a small country where a lot of people are 
frightened by the prospect of having to live side by side with immigrants with such 
different cultural backgrounds. We realize that we cannot solve this conflict and we 
are not attempting to. However, we strongly feel that a part of what would be a 
more smooth immigration (or integration) process for the refugees is if they are 
allowed to receive formal education. This would make them feel welcome, and it 
would also introduce them to Danish culture. There are many families that have 
arrived in Denmark, and instead of just sitting around in tents getting impatient 
waiting for an answer on whether or not they are allowed to stay, it would be 
healthy for them to be doing something active, such as learning. 
1.2. About the Object of Research: Our Video  
#LikesAreNotEnough is a mockumentary built on the premise that social media has 
the power to have an impact on society and contributing in spreading awareness 
regarding a given topic –in our case he fight against the slacktivism with the 
refugees not being able to study at Danish as an example. Our video is a fictional 
depiction of how a student movement gathers the attention of the population of 
Denmark, and are able to get people to ‘like’ their Facebook event. The number of 
‘likes’ steadily increases throughout the video. At the end of the video the amount of 
‘likes’ causes the Danish parliament to revise their opinion refugees and their rights 
to study in Denmark, thus allowing refugees into the universities. 
The Storytelling 
Throughout the video the attentive observer will notice that something is awry, but it 
is not until the end that we reveal the actual intent of the message - that you should 
be an activist instead of solely being a slacktivist. We make this clear by showing 
that the ‘news’ we have given are not real, followed by this message at the very end 
with white letters on a black background: Students, take action - 
#LikesAreNotEnough. It is by these means that we are trying to communicate our 
main message. The effect of having portrayed something that is not real as if it was 
true (following the mockumentary genre) should work as a contributing effect to the 
idea that something active must be done to help making a change to a relevant 
societal issue.  
The basic idea of a mockumentary is to hide a fictional storyline within the 
framework of a legitimate documentary platform. To genuinely convey this we used 
recognizable symbols from Danish news shows and film clips of actual Danish 
politicians. We also instructed the actors to convey our fictional messages in a 
credible way and to keep it on a serious note. For example, in one of the most 
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relevant scenes we interview an actor who pretends to be a student that tries to 
raise awareness about the need for more ‘likes’. In order to make it more realistic, 
we used the framework of a news bulletin –extracted from a Danish TV channel 
(see Fig. 2). 
 
Fig. 2: Screenshot from #LikesAreNotEnough. 
Another ‘trick’ used in the #LikesAreNotEnough production was to use an actual 
footage of the Danish Prime Minister, Lars Løkke Rasmussen, to help to provide 
credibility (see Fig. 3). 
 
Fig. 3: Screenshot from #LikesAreNotEnough. 
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The Target Audience  
As mentioned before, our target audience are university students in Denmark, who 
will hopefully be more inclined to take further action after having seen our video, 
and in addition it would be interesting to see if we receive a lot of likes for our video, 
but that no further action is taken or no events are created by the receivers. We 
hope that our campaign will make users of social media, especially our target 
group, more aware of some of the problems that slacktivism entails.  
1.3. The Research Question and the Working Sub-questions 
As stated in the introduction, the main goal of this research is to discover how our 
target audience interprets the video #LikesAreNotEnough. We have also described 
the two messages we intended to communicate with our mockumentary: the main 
message criticizing slacktivism and the secondary message about the situation of 
refugees’ education in Denmark. However, we believe that our target audience may 
not link these two subjects in the same way that we, as producers, intended to. It is 
even possible that they just get one of the messages or even interpret the video in a 
completely different way. Because of this, our main research question is the 
following: 
● How does our target audience make sense of the #LikesAreNotEnough 
video campaign about the refugee crisis and its main message regarding 
slacktivism? 
When we use the concept of ‘making sense’ we refer to Schrøder’s reception 
analysis theory, since its basis is the multiplicity of the readings of any media 
product. Furthermore, we understand sense-making as a broad umbrella related to 
a repertoire of many other concepts, such as creativity, curiosity, comprehension, 
mental modelling and situation awareness (Klein, Moon & Hoffman, 2006). 
In order to further facilitate our analysis we have created additional working 
subquestions which act to uncover any nuances we might otherwise have 
overlooked:  
● How does the target audience interpret the sarcastic storytelling method of 
the mockumentary genre in relation to the main message?  
● Does the video influence their opinions and/or attitudes about the refugee 
situation? 
● Does the video motivate the audience to explore, share and learn more 
about the subject?  
● After watching the video, would the audience be more willing to take action 
about the refugee crisis or just to take more action in general? 
1.4. Outline of Work 
This project is about the analysis of the reception of our video 
#LikesAreNotEnough. In order to do that, we focus on the theoretical approach to 
mockumentaries and on Schrøder’s reception analysis theory. We use both 
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frameworks with the aim of understanding how the audience makes sense of our 
video –its mockumentary style and its messages. Moreover, we want to discover in 
which manner the audience’s readings differ from our intended meanings. 
The used methodology is necessarily qualitative, and we chose to conduct a focus 
group interview with 6 participants who have previously watched our video. The 
data used in the analysis are the interviewee’s quotations, which we study through 
the reception analysis perspective. Consequently, this research is relevant for the 
understanding of audience’s reception of a media product, and demonstrates the 
difficulties that a producer has to face when creating a video designed to 
communicate messages about controversial issues like slacktivism. 
2. THEORETICAL FRAMEWORK 
Our research is heavily influenced by the understanding of the use of the 
mockumentary genre, since it is the basic element in our video 
#LikesAreNotEnough. Therefore we will analyse the definition of the concept 
‘mockumentary’ and furthermore support our choice of this genre with theoretical 
arguments. Additionally, in order to answer our main research question, we will 
refer to the ‘reception analysis’ theory (Schrøder, 2003). By choosing this approach, 
we assume that our video has multiple readings and that some may differ from our 
intended meaning. Therefore, our aim here is to discover the possible meanings 
that our audience may extract from the video.  
2.1. Mockumentary as a Strategic Medium for Storytelling 
The format of our video is a mockumentary: it shows images of the real life, 
although they are produced as a fictional video. In that way, there is a mix between 
real facts or events and fictitious consequences. It is also possible to say that it is a 
reflexive documentary, according to Bill Nichols (2010) definition, as it tries to 
increase the public awareness with the aim of getting the knowledge of what is 
common. 
Our main goal for using the mockumentary genre is to activate a reaction from the 
audience by using fiction as an element in a documentary, a genre which is usually 
connected with seriousness and truth. As Nichols (1996) says, most of the 
mockumentaries use images that truly happened. The application of real images 
reside in the intention of showing to the spectator how easy is to manipulate 
images. As a result, we thought that showing real images of people taking action 
with regards to the topic of refugees and their situation regarding education in 
Denmark could be more effective than just doing a fictional short video. 
Our knowledge of mockumentaries comes from some examples: The War Game 
(1965) by Peter Watkins, Cathy come home (1966) by Ken Loach and Bye Bye 
Belgium (2006) by RTFB. They inspired us to use this genre, as their message is 
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similar to ours: to encourage a specific target group to abandon slacktivism and try 
to make them take real action with a critical view of a humanitarian issue. 
Watkins’ TV film narrates the hypothetical possibility of a nuclear attack in England. 
Because of its incisive critical sense, it was prohibited until the end of 1980. It is 
necessary to say that, despite the censoring, it won the Oscar for the best 
documentary in 1966. Concurrently to this, Cathy come home (1966) was 
produced. Loach’s TV film invented the genre-dramatized documentary that was so 
successful that the complaint of the documentary took the problem of the homeless 
to the parliament and the creation of an NGO –Shelter. In that way, it was a TV 
fiction with a big social impact. Both of the programs were against the political 
system and they used the fiction of information as a way of denunciation. According 
to this, it is possible to say that the use of the documentary format increases the 
credibility and it helps to make the fake to look truer. They both used the fiction to 
talk about a real problem by creative use of the documentary-genre, as we are 
doing in the #LikesAreNotEnough video. The other mockumentary that inspired us, 
Bye Bye Belgium (2006), was made by the TV Channel RTFB, in Belgium. It was a 
fake news bulletin, where they announced that the Flemish parliament had voted to 
be independent. This caused a big reaction of all the population. After half an hour, 
and because of the huge response of the citizens, they added a subtitle with a 
message saying that it was fictional news. The director wanted to awaken the 
critical capacity of the audience. He utilized the news format, as it made the 
program look more real due to the fact that the news bulletin is seen as an objective 
format. In that way, we also thought that using a news format would help us to 
make the mockumentary looks more real. Finally, analysing the reception of Bye 
Bye Belgium (2006), it is shown that they achieved their goal, it was efficient and it 
made the French-speakers become sensitive about the Flemish leaders. So, all the 
three examples were effective and that is why they make us think that a 
mockumentary is a good choice of genre to help develop our communication 
campaign.  
In terms of the audience analysis project, we are interested in learning more about 
how our target audience interprets the use of the mockumentary style and the two 
main messages that are included there, giving more importance to the ‘slacktivism’ 
issue. That is why the first sub-question in the research is “How does the target 
audience interpret the sarcastic storytelling method of the mockumentary genre in 
relation to the main message?”, in order to understand the influence of 
#LikesAreNotEnough campaign. 
2.2. Reception Analysis as Basis of Research  
As the researcher in communication Brenda Dervin (1989) claims, “the sense 
people make of the media messages is never limited to what sources intend” 
(Dervin, 1989, p.72). This statement is the basis of our research question, since our 
main goal is to investigate the possible meanings carried by the video 
#LikesAreNotEnough and, therefore, if they differ from our initial intended 
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meanings. For this reason, in the first part of this section we analyse the concept of 
‘sense-making’ and its processes in order to fully define our main research 
question. 
Furthermore, Kim C. Schrøder (2003) strongly believes in the ‘polysemic’ aspect of 
the media products, thus audiences will never read a unique and ideal meaning. 
Consequently, we can assume that our video has more than one possible reading. 
On that account, we also explore Schrøder’s understanding of the media products’ 
polysemy and its implications in a campaign like ours. 
Finally, Schrøder also introduces ‘reception analysis’ as the main tool to discover 
“audiences’ sense-making of media content” (Schrøder, 2003, p.1) using empirical 
and qualitative methods such as a focus group. We therefore study in the last 
section of this chapter his reception analysis theory in a slacktivism context. 
About Sense-making 
The main focus in any kind of reception research is to “try to understand all 
audience sense-making processes around media” (Schrøder, 2000, p.2). But before 
we work deeper on the reception research theory, we want to define the concept of 
‘sense-making’, since it is a key concept in this project.  
Klein, Moon & Hoffman (2006) quoted Duffy’s definition for sense-making when 
they say it has been generally understood as “how people make sense out of their 
experience in the world” (Klein, Moon & Hoffman, 2006, p.70). However, the 
authors comprehend the breadth of this definition and they suggest a list of 
concepts from traditional psychology that derive from it: 
a. Creativity –related to problem solving situations. 
b. Curiosity –understood as the natural human need to explore. 
c. Comprehension –associated to the understanding of language.  
d. Mental modeling –as acknowledged memory representations. 
e. Situation awareness –defined as the achievement of an explanation for a 
memory representation. 
Therefore, when we ask ourselves in the main research question how does our 
target audience make sense of our video, we refer to all of the concepts listed 
above. We believe that our audience uses creativity to solve the mockumentary 
‘trick’, they are curious about the given false information, they comprehend the 
language we use, they create a mental model about it after watching it and they try 
to explain it. 
Consequently, we understand the concept of sense-making as a broad umbrella 
that carries different definitions, slightly different from each other when defining it 
from different perspectives. Therefore, a more complete definition derives from the 
analysis of the multiple associations to sense-making, since it can also be 
understood as “a motivated, continuous effort to understand connections (among 
people, places, and events) in order to anticipate their trajectories and act 
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effectively” (Klein, Moon & Hoffman, 2006, p.71). Nevertheless, we realise that 
taking this approach may seem like we only contemplate the individual’s 
perspective, overlooking the social component of media sense-making. Even 
though we agree with Schrøder (2003) when he says that audience’s encounters 
with media products are also defined by their social identities (age, gender, 
ethnicity, education, etc.), our target audience is too broad to take this approach. 
For this reason, our focus is to use reception analysis as a tool to understand the 
individual’s sense-making of our video, without any ambition for extrapolation to an 
entire community.  
Assuming The Polysemy of Our Video 
We have already assumed that our video must have more than one reading. This 
statement has its roots in Schrøder’s strong believe in the aforementioned 
‘polysemic’ aspect of the media products. The basic notion is that different life 
histories and life circumstances brings different readings (Schrøder, 2003). And this 
fact can be related to the above mentioned psychological approach to sense-
making: two individuals will make sense differently of the same media product 
because they will necessarily have different senses of creativity or comprehension 
levels, for example. 
Schrøder references Dahlgren and Jensen when trying to give a general and 
neutral definition of ‘polysemy’, understanding it as “a textual property of openness 
that invites readers to actualize the meanings they want, or are somehow socially 
constrained, to generate from the verbal and/or visual signs of the media message” 
(Schrøder, 2000, p.239). However, scholars tend to disagree about this concept. 
Meanwhile some of them, like Fish and John Fiske, talk about the diversity and 
unpredictability of the readings and the autonomy of interpretation of the audience. 
Other scholars, such as Stuart Hall or David Morley, insist on the existence of a 
‘preferred reading’. Even though Schrøder does not deny the existence of a 
privileged meaning, he agrees with Wren-Lewis when he states that “a ‘preferred 
reading’ is a property of the audience, not the text” (Schrøder, 2000, p.241) and he 
reaffirms that there is more than one ‘preferred reading’ in every media product. In 
this context, we do not only believe that the video #LikesAreNotEnough has more 
than one reading, but we also think there might be more than one dominant 
meaning. 
On the other hand, we also believe there might be sense-making ‘affordances’ 
(Schrøder, 2003); a scientific concept that, brought to the reception analysis 
context, can be related to Hall’s ‘opposed meaning’. That would happen if the 
audience makes sense of our video in a way we do not expect. 
Reception Analysis & Slacktivism 
Reception analysis is defined as the qualitative study of audience’s sense-making 
of media products. As mentioned before, the audience’s social context plays an 
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important role in this theory, contrarily to other audience’s reception theories such 
as textual analysis or effects research (Schrøder, 2003) –where the focus is on the 
media product and not on the audience. Consequently, Schrøder (2003) also 
focuses on the audience’s sense-making process of their ‘media-saturated’ 
lifestyles, which clearly influences their readings. This can also be related to 
Lazarsfeld’s & Merton’s (1977) ‘narcotizing dysfunction’ theory, that can be 
understood as the apathetic reaction to the sense-making of these ‘media-saturated 
life-worlds’, and that we previously linked to slacktivism. 
In its origin, one of the most important focuses of reception research was to study 
‘mediated citizenship’ as how the population develop their political consciousness 
from making sense of media content, appealing to any kind of media –from the 
most traditional ones, like TV news, to social media (Schrøder, 2003). In this 
context, Schrøder (2003) distinguishes five historical approaches to mediated 
citizenship from the reception research perspective: 
a. Hegemonic citizenship –the focus was on the differences between social 
classes. 
b. Monitorial citizenship –which aim was to discover news media capability to 
inform citizens about the social situation.  
c. Popular citizenship –that studied the popularization of political issues, 
blurring the distinction between information and entertainment. 
d. Participatory citizenship –the central issue was the audience’s engagement 
with the new ‘e-democracy’. 
e. Ubiquitous citizenship – the search for unconventional political agencies in 
the citizen’s everyday. 
We believe that our project is more oriented towards the ‘participatory citizenship’ 
focus, since its aim is to study how the new media facilitates information and opens 
new debates that would not have room in the offline world (Schrøder, 2003). Our 
focus on slacktivism follows this perspective, since we want to discover the 
audience’s sense-making of this concept in their everyday life. In this context, 
Schrøder (2003) concludes that being active in social media does hardly ever mean 
being active as an actual producer of user-generated content. We believe that this 
fact is heavily related to slacktivism. 
3. METHODOLOGY 
3.1. Social Constructivism and Sense-making 
Social constructivism is a way of looking at people’s learning patterns in a social 
setting or individually (Kim, 2006, p. 5). Sense-making and interpretation arguably 
stems from learning and knowledge and this is the connection we aim to link 
between social constructivism and our focus group results. According to social 
constructivist ideas “people create meaning through their interactions with each 
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other and the objects in the environment” (Kim, 2006, p.7). The same situation can 
be observed in our focus group interview where the students cooperate to fully 
delve into the video and its message. One student will notice something and 
elaborate upon it because he/she finds it valuable for the overall meaning. Another 
student might not have given that detail any thought until it is brought the attention 
of the others, and so the interaction between individuals learners have expanded 
the knowledge in the participants. Furthermore, the process of debating in plenum 
usually also sparks creative thought in the other members of a social interaction. 
This is something we noticed during our focus group interview. A student who 
looked uninspired upon being questioned by the interviewer would suddenly think of 
relevant information after listening to other students debating the question at hand. 
In the same way, social constructivism teachings state that “learning is a social 
process. It occurs when people are engaged in social activities” (Kim, 2006, p.8). 
David Jonassen et. al. (1995) elaborate on this process cooperative sense-making. 
They depict this when they define ‘situated learning’ with words such as subjective, 
situated in action, fluid, constructivist, process-oriented and experiential among 
others (Jonassen et. al., 1995, p.3). 
“Meaning making, according to constructivists, is the goal of learning 
processes; it requires articulation and reflection on what we know. The 
11 processes of articulation and reflection  involve both internal 
negotiation and social negotiation [...]. We debate, wrestle, and argue 
with ourselves over what is correct, and then we negotiate with each 
other over the correct meaning of ideas or events. Observe the 
development of any political decision for an example of these processes. 
Meaning is the understanding that we derive from these processes; it is a 
reflective form of knowledge [...]”. (Jonassen et. al., 1995, p. 4) 
Even further, Jonassen goes on to say that “construction of knowledge is the result 
of an active process of articulation and reflection within a context. The knowledge 
that is created is a product of the mind and results from the individual's experiences 
with and interpretations of the context” (Jonassen et. al., 1995, p.5). This reflects 
instances during our focus group interviews, some people agreed and could see 
eye to eye while others saw things differently. Examples of knowledge construction 
–agreements and disagreements– will be inspected in the analysis section further 
below.  
3.2. Focus Group Interview as Main Method 
A focus group is essentially a group of normally six to ten people, led by a 
moderator who is conducting the given interview, that are asked to communicate 
their opinions on a given topic. It differs from individual qualitative interviews in that 
the group is allowed to interact and debate amongst themselves. In fact, the main 
point is to get a variety of viewpoints on the table to open up a discussion, and this 
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is enhanced by the natural conversation pattern of the method (Brinkmann & Kvale, 
2015). 
The focus group methodology lies within the field of qualitative research, and it has 
been planned and carried out in this project report as the main methodological 
approach. The field and medium of discussion within the arena can vary greatly; in 
this study we have worked with our video #LikesAreNotEnough. We have used the 
educational situation regarding refugees as the medium for analysing the issue of 
slacktivism, which is the main concern of our video.  
Historically, the use of focus groups by market researchers started to catch on in 
the 1950's in order to investigate behaviour within many fields of consumerism 
(Brinkmann & Kvale, 2015). In Hollywood, film companies have long gathered focus 
groups to watch pilot episodes of up-and-coming TV-shows to get an initial 
response and feedback. Advertising agencies have conducted focus groups en mas 
in order to learn about what their recipients might find appealing in commercials. 
Car companies have conducted focus group sessions and have, for instance, come 
to the conclusion that most consumers are much more interested in the ‘personality’ 
of their cars than in some of the more technical aspects (Brinkmann & Kvale, 2015). 
However, it is not before recent times that focus groups have been used frequently 
within the methodological field of social sciences and academic research. Pranee 
Liamputtong works as a Public Health Professor of La Trobe University in 
Melbourne, Australia and has written the book Focus Group Methodology: Principle 
and Practice (2011). Rather interestingly, she argues that there are two types of 
focus groups; a structured approach –mainly used in market research– and a less 
structured approach –mainly used in social science research– (Liamputtong, 2011). 
The main difference, she explains, is the role of the moderator. In marketing 
research the moderators have a very active role indeed. They usually “perform 
focus groups for the satisfaction of their clients because they are usually employed 
to seek some specific answers for their clients” (Liamputtong, 2011, p.2).  
During the focus group session we had to, as moderators, be aware of what role we 
were playing in the group. We had to make sure that there was a healthy balance in 
place –that we were always pushing the debate into a direction that was relevant for 
our research, and at the same encourage dialogue and discussion between the 
group members in order to create a healthy debate. We think that one of the 
reasons a focus group can be such a giving method is that people tend to learn 
from each other and are introduced to other views in the process. This is why it is 
so diverse compared to an individual interview where you only get one side of the 
story. We wanted to learn and acquire relevant information with regards to our 
video; what effects seem to work and which do not. In order to do that we needed to 
get honest opinions and constructive discussions about what appealed to the target 
group in our video campaign. Therefore, we would have to draw out an essence 
once the focus group session had been completed, and therefore we looked at 
what recurring themes came up and were discussed. We have used an approach 
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where we asked our questions and got an answer in the shape of opinions –and 
then we asked why the participants said what they did and if they could present an 
example as to concretise their point of view. 
3.3. Data Collection 
On Friday the 17th of November at 16h we brought together six RUC students to do 
the focus group. There were three girls and three boys and they were seated in a 
round table so they could see each other. None of them was Danish –they were 
from France, Canada, Spain, England and Switzerland –but they were all similar 
ages. 
We experienced some difficulties with our method of choice. We had certainly 
expected a lively debate between the participants of the focus group interview, and 
that the conductor would take on a more subtle, minor role in the discussion. We 
had bought beer, crisps and cookies in order to create a relaxed environment, or as 
relaxed as it can get. We had prepared around 8 questions that we were certain 
could spark a discussion, about our particular focus on refugees not being able to 
study in Denmark and our use of the mockumentary-genre in our video. This did not 
turn out as planned. We found that people tended to –very quickly– agree with each 
other. There was one person who said a lot more than the rest, and perhaps 
because of his seeming intelligence and fluency in English, he seemed quite 
convincing. Arguably, this was both good and bad. This particular participant gave 
us a lot of constructive feedback that has proven useful, but possibly also made 
other people nervous of voicing their own opinion, at least in detail. As a result, a 
vivid debate was never really set in motion, and the conductor felt like he was 
interviewing rather than simply conducting a discussion.  
4. ANALYSIS 
The focus group provided the research its data on how #LikesAreNotEnough is 
received for the audience. First of all, it is clear that the main message of the video, 
the slacktivism problem, got clearly through to the participants of the focus group 
interview. 
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I: Does anybody want to describe what they’ve just seen? No? 
i2: [mumbling] It’s a video based around a social media campaign to get 
the Government to change it’s opinion on the end where it’s revealed that 
this potential media campaign haven’t existed or haven’t been 
successful. I’m not sure whether there was irony intended in the hashtag 
“LikesAreNotEnough”, likes are often seen as sort of slacktivism as is 
tweeting about things, adding many hashtags to things. If that was irony I 
thought it was a nice little joke at the end as well [laughs], but yeah 
that’s--. 
 
Although they made some references to the problem of slacktivism they did not 
discuss a whole lot about the role of social media in organizing social movements. 
They just took for granted that media it is a channel where you can organize 
movement and fight for social change.  
I: For how you see that yeah, they’re trying to get people out in the 
street? 
i5: Well I it-- to me it just says that likes aren’t enough but I was actually 
expecting maybe a-- how do you say that like-- a proposition where you 
could say, do it like this [mumbling]. Like, don’t do it like this but more like 
actually what we could do to help. 
I: Yes-- 
i3: Because if you don’t know that much about the subject it’s hard to 
know how to resolve it, to solve the problem kind of. 
i2: If it was used as an invitation to attend a protest march, you know 
“we’ll be meeting outside the Danish parliament, 1 million people can 
stand in the street outside of parliament and shout at them” you know. 
But I think what message we got from the video was this form of 
protesters are slacking off on Facebook. But it raises awareness about 
the refugees need for education as well you know. If you want refugees 
to “integrate” and become productive members of our society, if we’re 
denying them an education it’s really gonna impact on their ability to 
actually integrate and get jobs. But it just sort of touches on that and 
begins to open up a route for discussion, which could also be exposed 
using the video a different way. 
In the intervention of the Interviewee 2 it is shown that they think, before we say 
anything, that the #LikesAreNotEnough campaign it will be in the social media (in 
Facebook) and that this is common. So they relation movements like this, or 
invitations to demonstrations, to media channels as Facebook. 
Apart from the general view on the ‘slacktivism issue’, and after an overall analysis 
of the data collected from the focus group session, it is possible to divide the 
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content of the conversation in five main themes: ‘The filmmaking’, ‘The storytelling’, 
‘The influence’, ‘The call for action’ and ‘The communication campaign’.  
4.1. The Filmmaking: Audio-visual Communication in Mockumentary Film 
Our research is not focused in the reception of the filmmaking-technique, but it is 
necessary to not overlook it, as the way that we chose to do it (the music, the 
editing, the sound…) also contributes to the reception of our video. That is why we 
asked what the participants would change if they had been part of making of this 
video. 
The participants didn’t talk much about the technique of the video as the editing, the 
visual construction of the DR newscast or the interviews. They gave more answers 
about the storytelling when we asked what they would outline of the video or what 
they would change if they had been a part of the making. Anyway, if they 
understood the message it means that the logic of how the scenes follow each 
other make sense for the audience. 
I: Because we are also looking for things that maybe you would change if 
you had been a part of the making of this video. So I don’t know if 
anyone has an idea on the top of their heads, as to how one should show 
that? 
i6: Maybe add a little introduction at the beginning about the refugee 
crisis, like that is okay but maybe you could add that. Plus the 
propositional steps at the end, yeah. 
i3: I have a strong point, can I say that? 
I: Yeah, for sure. 
i3: I think the music is really good, it’s like a bit sensational yeah but I 
think it’s really good. 
I: Did you like the news theme? [people mumbling ‘yes’] 
It is important to say that most of the audience that have seen the video emphasize 
the music that is used in it.  
4.2. The Storytelling: Building the Narrative and Delivering the Message 
One of our main concerns was to know if the way that we chose to do the 
communication campaign, making a mockumentary, it was effective. We could have 
used another genre for the video, but we thought that a mockumentary style was 
more powerful in our case. In that way, the interviewer asked if our storytelling was 
a good way for presenting the issue. 
The focus group participants were asked whether they think that the use of the 
mockumentary genre is a good way of reaching out to people and they all agreed 
that it was effective for them.  
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Interviewee #1 (i1): I think it’s original because I don’t know, we’re used 
to this text about refugees. The arguments and chaos and the way it’s 
presented is quite a bit different from what we are used to. 
I: Okay, what are you used to? 
i1: Like I don’t know, texts and comparisons between-- and now for 
example this thing in France, the video in France together with all this 
kind of stuff we are very used to. But this way of presenting I think is 
different. 
So, what the participants said is that they are used to read articles, see photos or 
watch short-videos or reportage showing the reality, like the reactions to the last 
attack in Paris, but not to mockumentaries. Most of the them also agree that the use 
of mockumentary contributes to add a surprise effect to the video.  
Interviewee #4 (i4): We didn’t learn something new but the fact, using 
this video as a way of showing that we’re not doing enough. Because at 
first when you don’t know about it, how it’s happening in Denmark, you 
can actually believe that what you’re exposing is true and in the end 
you’re like “oh no, not at all”. So it could help those, like “okay we need to 
start doing something”. 
I: Okay. 
i3: I remember the first time I saw the video in class, I thought it was true 
in the beginning and then I saw “If only this was true”. 
I: Okay, so do you think that effect enhanced the message of the video? 
[people mumbling ‘yes’] 
i2: Yes, if you’re not aware and then suddenly ‘oh’. 
I: Alright, but-- you said something about that it needed a proposition? 
i5: That’s what I was looking for in the end. Okay, now you could actually 
tell us what to do instead of just commenting on the likes. 
I: Because we are also looking for things that maybe you would change if 
you had been a part of the making of this video. So I don’t know if 
anyone has an idea on the top of their heads, as to how one should show 
that? 
i6: Maybe add a little introduction at the beginning about the 
refugee crisis, like that is okay but maybe you could add that. Plus 
the propositional steps at the end, yeah. 
I: Do you find that the video is aimed at you? Do you feel like it speaks to 
you? 
i5: Yeah it does, I felt a little bit guilty actually because-- at least for me 
it’s the way I behave [laughs]. I just go on Facebook and click, I ‘like’ the 
comments of people who actually write about the topic and-- I just ‘like’ 
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the comments so yeah it was aimed at me. 
I: Does everybody feel the same way? 
i4: Kind of, especially because people taking action are students from 
this university and our age and we all have the same means, but 
basically you guys really do something when we are only watching 
maybe ‘liking’ comments and stuff like that. 
With this approach it is seen that the mockumentary style addresses the audience 
and makes them identify with it. They realize that maybe they should start taking 
action. Even though, they recommended us to include more information in the 
video, maybe as an introduction, and also something more specific to do, like 
propositional steps. This means that even though the mockumentary approach is 
found interesting, the audience can still look for a more informative presentation of 
the topic (especially if they are required to take action against it). 
4.3. The Influence: Evaluation of The Campaign’s Effects 
In order to attain some level of understanding as to how the participants of our 
focus group were affected and influenced by our video, we asked them if the video 
served as an inspiration to them or if they felt encouraged by it. Some of the 
interviewees thought that the storyline of the video was true to begin with whilst 
others, namely the ones that had seen the video before, were aware of the 
mockumentary aspect. However, all six participants could identify with the 
slacktivism-aspect and spoke of how sharing or liking something on social media 
might not always be enough. It was very interesting to realise that most of the 
participants were asking for a specific action to do, something more direct, a 
solution. 
I: Alright, but-- you said something about that it needed a proposition? 
i5: That’s what I was looking for in the end. Okay, now you could actually 
tell us what to do instead of just commenting on the likes. 
To ensure that the video had an influence to the audience the interviewer directly 
asked if they would take action now or if they had learned something new. As 
mentioned earlier, most of the participants agree that more information is needed. 
That would include specific events to take part in, for example going to a 
demonstration. One of them also said that maybe a larger video or a bigger 
campaign, that include the video, will be more effective and would make them take 
action. 
I: Okay. That’s why I asked if you had learned something new because 
like you said, you didn’t even think about it, that the refugees are, or that 
that’s what we’re trying to present. Yeah, okay. So would you take action 
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after now? 
i5: I wouldn’t know how still. 
I: [...] What we’ve been trying to do is this mockumentary genre, where 
you present something that appears to be real but you eventually learn 
that it’s not. Do you find that was convincing in the video?  
i6: Yeah but it needs to be a target that doesn’t know much about the 
crisis [mumbling]. 
I: Yeah. 
i2: I would have imagined-- I would have thought that a large percentage 
of the Danish population-- I would imagine that they don’t know 
themselves whether they allow refugees to go to university or not. 
I: So in other words this is actually a good idea of not just saying 
slacktivism isn’t enough, but also to inform about the fact that students 
aren’t receiving education.  
We had hoped that they would agree with the main message concerning 
slacktivism, and it turns out that this was the case. Additionally, we learned that in 
order to achieve a bigger influence with the video, some instructions on what 
actually to do would have been more encouraging in terms of getting students off 
the internet and out in the streets. Concrete events to go to, stands in student 
houses with information and even more videos as part of a bigger campaign were 
some of the suggestions that were made that might help enhance the message and 
activate students.  
4.4. The Call for Action: Implementation for Social Change 
One of the main aims of the video is to raise awareness and try to make people 
take action instead of staying in the slacktivism. So, it is possible to say that the 
video has ‘a call for action’. In spite of this, the participants thought that the way it 
was made is not enough and that we should have included something more specific 
and practical when speaking to our audience. 
I: Okay, right. So what would you change in the video if you had the 
power? 
i1: I would use it as an advertisement for, let’s say this is a protest for-- 
like in in the end, don’t just ‘like’, have information about the protest. 
I: We showed the video and I think no one changed the video, the first 
time we showed it. So maybe it’s not… 
i6: What do you mean, during the showing? 
I: Yes so maybe it’s not effective? 
i6: Well it’s effective in a way that it’s good for warning us but not good 
for taking action. Change yourself just to like, I don’t know-- you can 
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recognize that yourself but I’m not gonna change maybe the way I-- my 
behaviour. 
I: Okay, why not? 
i6: Because it seems so hard, I don’t know. 
i5: I think like what I said in the beginning-- like this suggestion for what 
we could do is missing, and you basically tell people to change but they 
should decide how they change themselves. Maybe it would be easier if 
you give them a solution, I think it would be much more effective. 
i2: It sort of prompts self reflection to get you to think about your own 
habits, such as slacktivism. But yeah to inspire a positive step to--. 
I: But what could that be? A positive step, should we just: 1. Go out to 
the streets 2--. 
i5: For example like a simple sort of--. 
i2: An invitation to a protest like you we’re saying, or an invitation to a 
meeting. 
i5: Yeah because your target group, slacktivists or-- well they are known 
for not doing anything so maybe you could give them a hand. 
i2: Just show them how easy it is, show the procedure. 
 
In that way, the participants were missing some directions in the campaign. A call 
for action with a date and a place, like a demonstration. They need the campaign to 
say a specific thing to do instead of just doing a reflection. 
4.5. The Communication Campaign: How to Expand It 
After asking our focus group if they thought the video should be a part of a bigger 
campaign, they said that two minutes of video is not enough to change their minds 
and they made suggestions such as doing more short-videos or organizing an 
event. 
I: And if we say like he said, a day for going to a demonstration at the 
end of the video-- would you go to a demonstration if we add this to the 
video? 
i4: I think what you need is also to give more information to the people 
watching the video, because this is a good like kind of introduction to 
make people realize the problem. But then maybe also I don’t know, 
some place where you can actually learn about this in depth: so that 
people can really know what’s going on and how to get more information 
about this, and maybe after that people will feel more involved. 
i2: I mean it was a two minute video, it was good for what it was. I 
mean, it would make me more inclined to go out and join a protest, more 
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inclined to getting involved. I mean, in a two minute video you’re not 
gonna convince me to run out into the street and scream “Hasta la 
Victoria Siempre!' in two minutes but yeah. You’ve moved my opinion 
more towards taking action. If it was a longer video perhaps, or if there 
was more information or if it was related to perhaps [mumbling] I would 
take more action. 
I: Yeah okay, cool. Do you feel this video should be a part of a bigger 
campaign? 
i2: I think it could definitely form a part of a bigger campaign, it would 
have fit within a bigger campaign. I think it should be, I mean it stands 
alone on its own perfectly well as well but it’s just a two minute video so 
yeah, as part of a bigger campaign it would fit like a glove. 
I: And what else do you suggest for a bigger campaign, what do you 
think would work? 
i2: Maybe it could be one in a series of videos, each one delivering 
different non-truths or someone suggested it could be linked to a 
website where you can get more information. 
i4: Also, I think it’s important to organize events like the one that you 
actually did a few weeks ago, that was really good. Something like that 
could be--. 
i3: And it can be also some stands all around the campus and in the 
student house, with different information about the subject. 
 
Thus, the participants were asking mostly about more information, more offers on 
what to do and more videos or events that could go with the #LikesAreNotEnough 
campaign. So, it is possible to say that the video was effective but not enough to 
make a change. It might cause the audience to reflect on their involvement in the 
refugee issue with the Danish System Education or to realize that they are actually 
a part of ‘slacktivism’ on social media. although this, it didn’t break their actual way 
of living.  
5. DISCUSSION & CONCLUSION 
The focus group interview pointed to a lot of interesting facets that we have 
illuminated in the analysis, and which we will now discuss further in depth. 
5.1. Making Sense of the Mockumentary  
One of the most important points that we obtained from the focus group interview, is 
the one that proves that the use of the mockumentary genre was effective for our 
communication campaign. The mockumentary-genre plays with the duality between 
fiction and documentary (facts), which is probably why the participants of the focus 
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group thought that it was an original way to communicate our message. The video 
has all the tools to announce itself to be a short documentary, only to prove to be a 
fabrication or simulation of a documentary. What is shown as real is not real. 
However, there are elements of reality within the video seeing as how the images 
are mostly true, but by editing and setting up interviews where the interviewees 
already knew what to say, we made it fictional. As Bill Nichols says, “Part of the 
pleasure they (mockumentaries) provide lies in how they let a knowledgeable 
audience in on the joke: we can enjoy the film as a parody and gain new insight into 
taken-for-granted conventions” (Nichols, 2010, p.17). For this reason, we believe 
that we made a good choice by using the mockumentary genre in our video, as 
some of the participants thought in the beginning that what they were watching truly 
happened, and not until the end, with the sentence if only this was true, they 
realised that it was a mockumentary. An interviewee in the focus group elaborates 
on this point: “I remember the first time I saw the video in class, I thought it was true 
in the beginning and then I saw ‘If only this was true’”.  
Relating to Klein’s, Moon’s & Hoffman’s (2006) perception of the sense-making 
process, we could say that the participants made sense of the video by applying 
creativity, since they need to ‘solve’ the mockumentary trick in order to fully 
understand the message. This fact triggered a strong effect on the audience; 
making them feel ‘ashamed’ about their role in the issue of slacktivism and the 
refugees in the Danish Education System: the video raised situation awareness 
among them, since they made sense of their own ‘media-saturated’ lifestyles 
(Schrøder, 2003) in the context of the video’s messages. Moreover, thanks to the 
focus group we also learned that only people without information about the topic 
could believe that it was a short documentary instead of a mockumentary. We 
believe that this might be related to Schrøder’s (2003) understanding of the 
influence of the audience’s social life on the sense-making process.  
5.2. The Polysemy of Our Video 
After analysing the data of the focus group, we can argue that there is some kind of 
polysemy in the audience’s reading. In our video we used fiction to talk about a real 
problem, in a similar way as The War Game (1965) and Cathy Come Home (1966) 
did. In #LikesAreNotEnough we refer to two issues: the slacktivism and the 
difficulties that refugees have in order to enter in the Danish Educational System. 
However, some of the participants thought the second message was not clear 
enough and they were more caught by the first one. Consequently, from the 
participants perspective, the video was talking more about slacktivism, and most of 
them almost forgot about the case example. Because of this, and following Dervin’s 
(1989) prediction of the audience’s free will when making sense of a media product, 
the participants did not really make sense of our video in the same way that we, as 
the producers, intended to. Therefore, we believe that the preferred reading 
(Schrøder, 2000) of our video is to almost ignore the example and focus only on the 
slacktivism issue. However, we think we are not dealing with any affordance, since 
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our main message remains fully understood and, at the same time, our focus group 
is not enough to define more than one preferred meaning. 
Moreover, it is quite clear that the participants of the target group that had seen the 
video previously had some sort of expectations as to what they were going to see. 
As shown in the analysis, some of them expressed that they were more or less just 
waiting for the the part of the video where it is revealed that the ‘news’ are not real. 
This can be seen as a result of them having seen the video before and so they 
knew what was going to happen. They were waiting for what they considered to be 
the ‘real’ message –that likes are not enough and that a more active type of action 
is required to get the refugees into the Danish classrooms.  
5.3. “Tell Me How Not to Be a Slacktivist” 
As stated in the analysis, the most critical intervention, which the focus group 
interviewees largely agreed upon, was the notion that it would be more effective to 
have some sort of instruction on what to do in order to become active. They felt that 
the video encourages them –as students– to be active, but does not offer 
alternative solutions in terms of what to do. We felt surprised that the students we 
interviewed quite clearly wanted more concrete information, although we think it is a 
very interesting point. We feel that the message was quite clear, emphasized by the 
mockumentary-style we took in use, and it seemed to come across but our focus 
group interviewees needed even more information. This fact could be related to 
Schrøder’s (2003) understanding of the current situation of reception research on 
the social media: most users are active on ‘liking’ content, but only a few of them 
actually develop their ideas to actively participate in the content generation. Since 
the main goal in our video was to raise awareness on this subject, our intention was 
to make the audience consider their own actions on social media in a general way 
so they could be critical about any subject of human interest and cultivate their 
thoughts about them. Instead, they asked for steps to take action. 
The example regarding refugees was used as a subject for illuminating the 
problems with slacktivism, and not as the main message of our video. We think that 
maybe our interviewees thought that in order to changes this they need concrete 
events to attend and more information on the subject. Now, we can all agree that 
we started out with the intention of informing the seemingly little –known fact that 
refugees have a hard time getting access to education in Denmark, however we 
find that the video is quite clear about the central problem, which is slacktivism and 
a lack of real physical action for worthy causes. They clearly thought that the video 
could not stand on its own, and if it was not to be a piece of a bigger campaign, 
then it would need some guidance on how to be active to actually be active.  
5.4. The Challenges of the Focus Group Interview 
As mentioned in the methodology section earlier, a focus group can be helpful in 
sparking debate. However, it is also possible that some participants may have 
found themselves out of their comfort zone. There can be a few reasons for this. 
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One could be shyness. Another could be that they are not as fluent in English as 
others, and therefore tend to keep their answers limited, agree more easily with 
others in order to avoid a more deep-going discussion or even keep their opinions 
to themselves. We experienced that one participant in particular was from England 
and, naturally, fluent in English. This person was well-spoken and by far the most 
vocal of the group, and he also was the participant who remembered more about it 
immediately after watching it (even though other member had watched the video 
before). If someone happened to disagree with him they may not have felt inclined 
to jump in and create a discussion. We happen to think that there was a sense of 
agreement on almost every debated topic among the participants, but the language 
challenges could have held some interviewees back. This fact can easily be related 
to the role of comprehension (Klein, Moon & Hoffman, 2006) in the process of 
making sense of our video and the focus group participant’s everyday life, since it 
appeared clear that the sense-making of the video seemed to flow easier to the 
English-speaking participant. 
5.5. Answering Our Research- and Sub-questions 
Based on the data we have acquired, analyzed and discussed we feel equipped to 
argue that we managed to get our main message regarding slacktivism across in 
our video. We do not even mention the term in the video, yet the focus group 
mentioned it before we brought it up ourselves. The video made sense to a lot of 
the interviewees because it made them see themselves in the light of slacktivism - 
most of them have ‘liked’ and ‘shared’ things on social media in the past without 
taking further action. The video made them reflect upon the inadequacy of 
slacktivism and that something more concrete needs to be done to inspire a 
societal or political change. The subject of refugees seemed to work as a strong 
case in the sense that it is a timely and relevant matter, and that students should be 
willing to fight for the rights to education. Generally, people learned something new 
about this aspect of the refugee-situation as they were not aware of the conditions 
for refugees with regards to their educational opportunities in Denmark, and this 
seemed to enforce the notion that something more needs to be done. And so the 
subject worked well as an example of how slacktivism is not always enough.  
The mockumentary-style of the video was very well-received. One might argue that 
we had people fooled for a while, until the video reveals the untruth of the storyline 
of our video. The type of shock-effect that the turning-point of the video gives 
enhances the ‘order’ to take action, and it is plain to see that this style was a 
contributing factor to the delivery of the message. The sarcastic tone of the video 
makes it seem as though it is almost a joke to think that you can change something 
just by showing support on social media, and this is essential to our video.  
One of the basic critical points that was made is the fact that we ask people to 
change their behaviour, but do not offer any alternative as to what that change 
could be except for action-taking, which is quite broad. One may conclude that 
people tend to need exact instructions or directions in order to actually further their 
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action-taking. This is certainly something we would think about if we were to edit the 
video because it was a point that was broadly agreed upon. The interviewees would 
only really feel stimulated to learn more about the topic in our video if they were 
presented with what to do as the next step instead of just being told to start being 
active.  
Overall, our target group as represented by our focus group interview made sense 
of our video #LikesAreNotEnough by identifying with the slacktivism aspect. They 
recognized and agreed with the main message that more than ‘likes’ on social 
media needs to be done if a social or political change is to be made. Furthermore, 
the mockumentary-genre of the video was seen as a good way of illustrating the 
main point of the video. Based on the way that our interviewees expressed concern 
regarding the topic, the problematic situation regarding refugees and their access to 
education worked as a good subject for our video. The fact that the topic is real and 
current functioned as an effective way of pointing out that it is actually important to 
partake in real, physical action (eg. demonstrations, events, information campaigns, 
etc.) and that very little is achieved by collecting, for example, ‘likes’ on Facebook 
or retweets on Twitter.  
Additionally, they would feel more inclined to learn more about the topic and to start 
being more active if the video instructed them on what to do next instead of simply 
encouraging activism and thereby discouraging slacktivism.  
5.6. Limitations and Suggestions for Further Research 
More time could have given us an opportunity to explore each of the focus group 
participants’ social lives as these play an important role in the sense-making 
process (Schrøder, 2003). We could have learned more about what social 
backgrounds our interviewees come from, and maybe thereby have attained a 
deeper understanding of why they said what they did. Having said that, we do feel 
that we got sufficient amounts of opinions and feedback from our focus group 
interview to form an idea of what worked and what did not with regards to the video.  
The focus group consisted of six university students in Denmark, and therefore it 
can be hard to say something about our video that applies in general. One can get 
an idea of a tendency from a focus group and we did get that, but another focus 
group interview could maybe have pointed different things out. Furthermore, we 
could have talked to more Danish students to see if that would have generated 
different point of views.  
If we were to do this project again we would suggest making a clear choice of what 
tradition within the field of communication to apply. We decided quite late on social 
constructivism as we realized it was relevant for our project. However, we had 
contemplated using a phenomenological approach which would have given us a 
different perspective. However, due to the fact that we had not decided specific 
tradition before after having completed to focus group interview we were not able to 
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use phenomenology in a fitting. If we had chosen our approach earlier, we would 
have asked different questions and possibly not even done a focus group interview. 
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7. ATTACHMENTS  
Attachment 1: Focus Group Transcription  
“Clip 37” (00:38 mins.) 
Interviewer (I): What comes into your mind when I say that word, for example the 
refugee crisis? Do you feel like you’re informed about that? 
Interviewee #3 (i3): Like some countries don’t want to just let refugees come in like 
that. 
I: Yes, exactly. Anything else? 
Interviewee #2 (i2): Yeah, unfortunately you get issues with protests against 
helping refugees like in Hungary and Germany. So their nationalist party, nationalist 
centered-- not sort of just the extremes of society but it’s becoming more sort of a 
problem. 
I: Okay, yeah. Where are you from? 
i2: I’m from England. 
I: You’re from England, interesting. 
“Clip 38” (11:46 mins.) 
I: Does anybody want to describe what they’ve just seen? No? 
i2: [mumbling] It’s a video based around a social media campaign to get the 
Government to change it’s opinion on the end where it’s revealed that this potential 
media campaign haven’t existed or haven’t been successful. I’m not sure whether 
there was irony intended in the hashtag “LikesAreNotEnough”, likes are often seen 
as sort of slacktivism as is tweeting about things, adding many hashtags to things. If 
that was irony I thought it was a nice little joke at the end as well [laughs], but yeah 
that’s--. 
I: Yes, did everybody else experience the same? Yeah? So what do you think the 
message is in this video? 
Interviewee #6 (i6): That we need to take action and not just like things on 
Facebook. You should support what we like by taking action. 
I: Okay. Do you have any examples?  
i6: Not really. 
Interviewee #5 (i5): I think it’s for action. 
I: For how you see that yeah, they’re trying to get people out in the street? 
i5: Well I it-- to me it just says that likes aren’t enough but I was actually expecting 
maybe a-- how do you say that like-- a proposition where you could say, do it like 
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this [mumbling]. Like, don’t do it like this but more like actually what we could do to 
help. 
I: Yes-- 
i3: Because if you don’t know that much about the subject it’s hard to know how to 
resolve it, to solve the problem kind of. 
i2: If it was used as an invitation to attend a protest march, you know “we’ll be 
meeting outside the Danish parliament, 1 million people can stand in the street 
outside of parliament and shout at them” you know. But I think what message we 
got from the video was this form of protesters are slacking off on Facebook. But it 
raises awareness about the refugees need for education as well you know. If you 
want refugees to “integrate” and become productive members of our society, if 
we’re denying them an education it’s really gonna impact on their ability to actually 
integrate and get jobs. But it just sort of touches on that and begins to open up a 
route for discussion, which could also be exposed using the video a different way.  
I: So do you feel like you learned something new? Did it inspire you somehow? 
i3: Something new about the crisis? 
I: The situation yeah. 
Interviewee #4 (i4): We didn’t learn something new but the fact, using this video as 
a way of showing that we’re not doing enough. Because at first when you don’t 
know about it, how it’s happening in Denmark, you can actually believe that what 
you’re exposing is true and in the end you’re like “oh no, not at all”. So it could help 
those, like “okay we need to start doing something”. 
I: Okay. 
i3: I remember the first time I saw the video in class, I thought it was true in the 
beginning and then I saw “If only this was true”. 
I: Okay, so do you think that effect enhanced the message of the video? [people 
mumbling ‘yes’] 
i2: Yes, if you’re not aware and then suddenly ‘oh’. 
I: Alright, but-- you said something about that it needed a proposition? 
i5: That’s what I was looking for in the end. Okay, now you could actually tell us 
what to do instead of just commenting on the likes. 
I: Because we are also looking for things that maybe you would change if you had 
been a part of the making of this video. So I don’t know if anyone has an idea on 
the top of their heads, as to how one should show that? 
i6: Maybe add a little introduction at the beginning about the refugee crisis, like that 
is okay but maybe you could add that. Plus the propositional steps at the end, yeah. 
i3: I have a strong point, can I say that? 
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I: Yeah, for sure. 
i3: I think the music is really good, it’s like a bit sensational yeah but I think it’s 
really good. 
I: Did you like the news theme? [people mumbling ‘yes’] 
I: Do you find that the video is aimed at you? Do you feel like it speaks to you? 
i5: Yeah it does, I felt a little bit guilty actually because-- at least for me it’s the way I 
behave [laughs]. I just go on Facebook and click, I ‘like’ the comments of people 
who actually write about the topic and-- I just ‘like’ the comments so yeah it was 
aimed at me. 
I: Does everybody feel the same way? 
i4: Kind of, especially because people taking action are students from this 
university and our age and we all have the same means, but basically you guys 
really do something when we are only watching maybe ‘liking’ comments and stuff 
like that. 
I: Yes, okay. Do you think that the refugee situation, this is a very broad general 
question. Do you think it’s worth dealing with? And when I say the situation I mean 
the specific one we’re focusing on. 
i2: Do you mean the education? 
I: Yes. 
i2: Yeah I mean, if there was some other thing you could add to the video just to 
make explicit rather than implicit [mumbling]. We’re accepting these refugees, 
they’re here now. If we want them to integrate we’ve gotta provide them with the 
tools to eventually become productive members of society, and useful members 
you know, that’s what we want. If we deny them that opportunity then of course 
they’re not gonna be happy, of course they’re gonna end up feeling 
disenfranchised, of course we’re gonna have problems much further down the line. 
So you know, longer term thinking-- if you’re gonna use the video for slightly 
different purposes you could keep most of the video intact and you know, address 
that point as well. 
I: Okay, so would you be willing to share this video on Facebook, and social media 
in general, and ‘like’ it? [people mumbling ‘yes’] 
I: What do you think about the way we’ve sort of chosen to deal with the topic, I 
mean through this video? It’s a little bit what we talked about before, but do you 
think this is a good way of reaching out to people? [people nodding] 
i3: Could you repeat the question please? 
I: Yeah, do you think this video is effective or could be effective? I mean in reaching 
out to people, slacktivists who only ‘likes’ things on Facebook. 
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Interviewee #1 (i1): I think it’s original because I don’t know, we’re used to this text 
about refugees. The arguments and chaos and the way it’s presented is quite a bit 
different from what we are used to. 
I: Okay, what are you used to? 
i1: Like I don’t know, texts and comparisons between-- and now for example this 
thing in France, the video in France together with all this kind of stuff  we are very 
used to. But this way of presenting I think is different. 
I: Okay, right. So what would you change in the video if you had the power? 
i1: I would use it as an advertisement for, let’s say this is a protest for-- like in in the 
end, don’t just ‘like’, have information about the protest. 
I: We showed the video and I think no one changed the video, the first time we 
showed it. So maybe it’s not… 
i6: What do you mean, during the showing? 
I: Yes so maybe it’s not effective? 
i6: Well it’s effective in a way that it’s good for warning us but not good for taking 
action. Change yourself just to like, I don’t know-- you can recognize that yourself 
but I’m not gonna change maybe the way I-- my behaviour. 
I: Okay, why not? 
i6: Because it seems so hard, I don’t know. 
i5: I think like what I said in the beginning-- like this suggestion for what we could 
do is missing, and you basically tell people to change but they should decide how 
they change themselves. Maybe it would be easier if you give them a solution, I 
think it would be much more effective. 
i2: It sort of prompts self reflection to get you to think about your own habits, such 
as slacktivism. But yeah to inspire a positive step to--. 
I: But what could that be? A positive step, should we just: 1. Go out to the streets 2-
-. 
i5: For example like a simple sort of--. 
i2: An invitation to a protest like you we’re saying, or an invitation to a meeting. 
i5: Yeah because your target group, slacktivists or-- well they are known for not 
doing anything so maybe you could give them a hand. 
i2: Just show them how easy it is, show the procedure.  
I: Okay, this is lovely. You’re all getting along, you’re all agreeing. 
“Clip 39” (09:59 mins.) 
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I: But when you see the video, which-- how would you describe it? Which is the 
message of the video? Like maybe you see more than one message-- or what 
would you say is the main message and do you see any other messages around? 
Like maybe one clear or maybe a little bit not very clear. I mean I know we’ve been 
talking about it but just to make a statement, “I think the message is this”. 
i1: Well I think clearly it’s about “take action”. I think that’s the main one. I don’t 
know, it isn’t that related but I just think about-- do you know this website 
“change.org”? Like, I don’t know you just click there and sign this thing and you say: 
“Okay I don’t feel guilty now, I feel good now” you know? Because I’m being a 
revolutionary but that’s not solving the problem so, I don’t know. 
I: Yeah, okay. The thing is that we have sort of two messages that the refugees 
should be educated and that slacktivism isn’t the solution in order to make this 
happen. Yeah? 
i2: I was just saying, possibly if you’ve got any examples of campaigns that 
generated a lot of likes, that online people have apparently invested in and gotten 
behind but just not made any change. So if you could show yeah “this campaign 
two years ago, received two million ‘likes’ on Facebook across Europe and the 
situation is still the same, didn’t do anything”. Yeah, “this situation in Denmark 
received 200.000 ‘likes’ in two hours, and was seen on Facebook as sort of an 
‘echo chamber’, this will be seen as something that will create change in Denmark 
and cause a shift”. Actually it didn’t do anything, so possibly if you wanted to 
expand it you could add in a couple of examples like that, numbers and statistics 
[mumbling] this didn’t do anything, this didn’t do anything, ‘likes’ are not enough 
let’s get out in the street. 
I: Yeah okay, that would be a good idea. 
i2: Yeah, because people will probably remember things that they’ve ‘liked’ in the 
past and then you can confront them with things that they’ve ‘liked’. You know 
“maybe you ‘liked’ this, didn’t do anything did it? Maybe you ‘liked’ that, didn’t do 
anything did it?” 
I: Yeah, okay. Do you think it’s clear that there are two messages, one about 
refugees and one about slacktivism? 
i5: Actually what you said-- I don’t remember but I wasn’t thinking about the 
education part, I was just thinking about ‘likes’ aren’t enough. That’s also your 
hashtag, maybe-- probably one message is enough. Or enough for me to 
remember [laughs]. 
I: Yeah. 
i2: Possibly you could have take home messages even if you’re gonna present 
them as hashtags, funny enough you could’ve had another hashtag: ‘educate 
refugees’, and then those would be two very clear take home points at the end. 
I: Okay. 
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i5: Yeah because it was just mentioned in the beginning and that’s it, you tend to 
forget. 
I: Okay. That’s why I asked if you had learned something new because like you 
said, you didn’t even think about it, that the refugees are, or that that’s what we’re 
trying to present. Yeah, okay. So would you take action after now? 
i5: I wouldn’t know how still. 
I: No, same point. Did you find, because you mentioned slacktivism as the first one. 
What we’ve been trying to do is this mockumentary genre, where you present 
something that appears to be real but you eventually learn that it’s not. Do you find, 
you find that was convincing in the video? That it was a good way of--. 
i6: Yeah but it needs to be a target that doesn’t know much about the crisis 
[mumbling]. 
I: Yeah. 
i2: I would have imagined-- I would have thought that a large percentage of the 
Danish population-- I would imagine that they don’t know themselves whether they 
allow refugees to go to university or not. 
I: So in other words this is actually a good idea of not just saying slacktivism isn’t 
enough, but also to inform about the fact that students aren’t receiving education. 
So in that sense the two messages kind of did get through in the video as well? 
Would you say that? 
i2: I think the messages were both quite clear for me. 
I: Yeah okay, did everybody else experience that? 
i5: No. 
I: No, you didn’t. 
i5: No I was just focusing--. 
I: Yeah, is that maybe because you’ve seen the video before? You think that has 
something--. 
i6: Yeah. 
i5: For me I just didn’t look that much into the matter before, I don’t know. 
I: No, because those of you who’ve seen it before come in here with some 
knowledge you already knew what it was about, maybe you’ve learned something 
new about the video that you didn’t think about before? So if you didn’t notice that 
part of the message, what caught your attention more from the video? 
i5: Well actually yeah, maybe it’s because I’ve already seen it. I was just waiting for 
that ‘if this only was true’. I was like, I don’t know. 
I: You were just waiting for that? 
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i5: Yeah sort of-- on the-- for me it was just about the ‘like’ thing. 
I: And if we say like he said, a day for going to a demonstration at the end of the 
video-- would you go to a demonstration if we add this to the video? 
i4: I think what you need is also to give more information to the people watching the 
video, because this is a good like kind of introduction to make people realize the 
problem. But then maybe also I don’t know, some place where you can actually 
learn about this in depth: so that people can really know what’s going on and how to 
get more information about this, and maybe after that people will feel more 
involved. 
i2: I mean it was a two minute video, it was good for what it was. I mean, it would 
make me more inclined to go out and join a protest, more inclined to getting 
involved. I mean, in a two minute video you’re not gonna convince me to run out 
into the street and scream “Hasta la Victoria Siempre!' in two minutes but yeah. 
You’ve moved my opinion more towards taking action. If it was a longer video 
perhaps, or if there was more information or if it was related to perhaps [mumbling] I 
would take more action. 
I: Yeah okay, cool. Do you feel this video should be a part of a bigger campaign? 
i2: I think it could definitely form a part of a bigger campaign, it would have fit within 
a bigger campaign. I think it should be, I mean it stands alone on its own perfectly 
well as well but it’s just a two minute video so yeah, as part of a bigger campaign it 
would fit like a glove. 
I: And what else do you suggest for a bigger campaign, what do you think would 
work? 
i2: Maybe it could be one in a series of videos, each one delivering different non-
truths or someone suggested it could be linked to a website where you can get 
more information. 
i4: Also, I think it’s important to organize events like the one that you actually did a 
few weeks ago, that was really good. Something like that could be--. 
i3: And it can be also some stands all around the campus and in the student house, 
with different information about the subject. 
i2: [mumbling] Sort of a guerilla campaign where they just start spraying their logo 
on things and a sign about protest [laughs]. 
I: So, encourage graffiti? 
i2: Yeah, I wouldn’t want to encourage anything that might not strictly adhere to the 
Danish law but yeah go for it. 
I: Go for it [laughs], yeah that’s taken into account. Okay, thank you. 
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Slacktivists need concrete 
instructions to become 
activists
By Mathias Petersen, JOURNALIST
According to an academic project report 
carried out by four Roskilde University 
students, the target audience of their 
video – university students in Denmark – 
need direct actions to follow if they are to
change their slacktivist behaviour on 
social media platforms.
Most of the readers of this article will most 
likely find themselves familiar with the 
phenomenon activism – fighting for a worthy 
cause by getting out in the streets and trying to 
make a change by protesting and informing 
others about a given issue of matter. Peaceful 
protesting is a democratic right which has been 
exercised in many countries, particularly in the 
democratic West, for decades. The Civil Rights 
Movement of the 1960's, which focused on 
Southern racial discrimination in the United 
States of America, is one example where 
massive protesting led to several changes in the 
perception of black people and their rights as 
citizens. Now, what you may not be familiar 
with is a relatively newly-coined term 
slacktivism. To give you an idea of what this 
term entails, the Oxford Dictionary simply 
defines it as ''actions performed via the Internet 
in support of a political or social cause but 
regarded as requiring little time or involvement,
e.g. signing an online petition or joining a 
campaign group on a social media website'' 
(http://www.oxforddictionaries.com/definition/
english/slacktivism). In other words, the feel-
good factor about signing, 'liking' (as on 
Facebook) or sharing something, but not doing 
anything more than that to further the cause. 
The video made by the Roskilde University 
students, brilliantly titled 
#LikesAreNotEnough, uses the latest refugee-
situation as subject to show how slacktivism is 
insufficient if you want to make a change. More
specifically, the video focuses on refugees 
having very restrained access to education in 
Denmark, and how this is bad for their further 
integration into the Danish society. It follows a 
group on Facebook made by students that are 
gradually getting more and more likes as the 
video progresses, and finally the Danish 
government – convinced by the amount of likes 
this group has been getting – passes a law that 
makes it easier for refugees to receive education.
Only this never happened. The video goes on to 
make its point clear – this could never happen 
because, well, likes are not enough. Finally, it 
encourages students to take (real) action if they 
want to help make a change.
The students showed their mockumentary-style 
video regarding refugees and their limited access
to education in Denmark to a focus group 
consisting of 6 university students, and though it 
was well-received, one thing stood clear; if 
slacktivism is to be replaced with activism, then 
clear instructional guidance is needed – 
otherwise the slacktivists will not know what to 
do in order to make a real change. In other 
words, further details as to what can actually be 
done is missing and very much needed for the 
video to be complete, according to the results of 
the focus group interview. 
Though it seems evident that clear instructions 
are needed for students in order to know what 
actually to do, there are quite a few positive 
responses to the video as well. In fact, the main 
message of the video – the argument that 
slacktivism is not helpful enough in changing a 
particular social or political issue – seems to get 
across quite clear. And so, the main objective of 
the video is reached. Other positive feedback is 
emphasized by the use of music in the video 
which is deemed very fitting, the use of the 
mockumentary-genre which works as a shock-
effect as we learn that nothing has been 
changed as a result of a great number of ''likes'',
and finally that the video would work very well
as a part of a bigger campaign that could 
include even more videos plus stands with 
information at student houses.
The fact that the students seemed to recognize 
that they themselves are slacktivists to a certain
degree helps prove that this phenomenon 
indeed exists, and the video can be seen as 
creating awareness of the communication 
problem that slacktivism entails. 
Roskilde University students during the 
filming of their video #LikesAreNotEnough
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SYNOPSIS 
We have decided to publish our findings in the Danish newspaper Politiken. One of 
the reasons why we chose a newspaper to distribute our information is because of 
the inherent abilities of print media –the visual element of illustrations. In 24 
Questions – for planned communication, Jan Krag Jacobsen mentions how print 
media is able to present the reader with images and illustrations, that they can 
dissect and interpret at their own pace (Jacobsen, 2013, p. 43). Given the fact that 
our main product was a video we decided that a newspaper article would strike a 
good balance between the visual and literary elements. One of the pictures in the 
article is our main calling card “Students take action - #LikesAreNotEnough” on a 
black background, which will surely draw the eyes of the reader and our hope is 
that this will evoke intrigue. The other picture in the article is a behind the scenes 
look at how we worked behind the camera during the filming process. Politiken is 
one of the more credible newspapers in Denmark and it reaches a large audience 
(Kjær, 2010), thus we think this will be a good chance to reach and create an 
impression on non-student readers. Jacobsen also talks about the distinction 
between mass media and mini media, which determines whether you try to address 
a large, or a small audience and with daily readers approaching 400.000 in 2010 
Politiken is a large media platform for Danish standards (Jacobsen 2013, p. 44). 
After learning about the video and the subsequent audience reception findings, 
people outside our intended target group may decide to take action for themselves. 
If not that, at the very least a change in the general attitude towards the matter. 
However, this could also potentially work against us as non-student readers might 
just glance the article over and decide that it does not concern them. This also 
touches upon the target group that we are addressing. Naturally, students reading 
Politiken will be the primary target but as mentioned earlier we hope to be able to 
influence non-student readers.  
The article conveys the findings of the study in an accessible fashion and starts out 
by pedagogically explaining to the reader the differences between activism and 
slacktivism. After that the author describes the plot of the film clip. All of this is 
written with a playful vibe like when he writes “The video made by the Roskilde 
University students, brilliantly titled #LikesAreNotEnough”. In general, the article is 
written in a clear language, which accommodates most readers, and there is little to 
no use of alliteration, hyperbole and other rhetorical devices as such. No pre-
existing knowledge is needed to understand the information because the author 
explains all the academic terms and touches on all the essential takeaways.  
The main purpose of the article is the same as that of the video; we still want 
people to take (real) action and contribute constructively. That being said, like 
mentioned earlier the article will (partially) reach a different audience than the video 
clip did. Thus, the article also serves to create awareness outside of academic 
cicles. 
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